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Abstract
Culture itself has a significant role in providing a framework in which motivational factors work. In addition to motivation,
organizational culture facilitates the crucial aspects of organizational life, such as unity among employees and the general
welfare. The literature defines different types of traditional motivational practices that are seen as connected to the system
of rewards such as promotion, holidays, pay-for-performance and personal achievements. Innovative motivational practices
are, on the other hand, described as improvements of the working environment, work organization and the job itself. The
reason why these new practices were introduced is that they are related to productivity and employee satisfaction. Most 
employees of the hospitality companies do not have a higher education, this being not required by most of the jobs in this
field. If education is not a competitive advantage, and Travel & Tourism Competitiveness Report 2011 - World Economic
Forum ranked Romania regarding the quality of the education system, specialized research and training and investment in
staff training on 84, respectively 95 and 72 place out of 139 countries analyzed, we believe that employee motivation can be
an asset when it comes to sustainable tourism. And the crucial point is that without motivation employees are inefficient 
and expensive.
In the study we used a questionnaire-based survey, analyzing the views and opinions of respondents in the investigated
erformance.
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1. Introduction 
The crucial point with motivation is that without it employees become inefficient and costly. Thus, 
managers must find appropriate instruments that motivate employees and fit the current organizational culture. 
Currently, traditional motivational practices such as financial incentives and promotion were found to be 
inappropriate. However, innovative practices were not yet widely adopted, even if their success has been 
proved reluctance in taking and using innovative measures in parallel with 
traditional motivational practices could be due to following reasons. First, alternative practices and their impact 
are not well known by managers. Second, the current organizational culture does not support the use of 
innovative practices. Third, it is the natural resistance to change which implies that in many cases people are 
afraid of new things and therefore new motivational practices are not agreed Helou & Viitala, 2007. 
Culture is rooted in various sources, including national, regional and organizational aspects that may 
influence a company. These issues shape the organizational culture, which, in turn, can be classified in different 
ways. In general, organizational culture plays an important role. It provides a framework where managers can 
implement motivational instruments affecting the way employees behave. To create a culture that fosters 
individual motivation is not easy, because it takes time to learn the factors that motivate each employee.  
Nowadays this problem becomes even more important and difficult because people are motivated by other 
things than money. Individuals, especially those qualified have more options in terms of job placement 
potential. Therefore, motivational practices used in an organization play a vital role in attracting workers and 
facilitate success in markets increasingly competitive. In addition, organizations benefit from the 
implementation of innovative motivational practices by facilitating recruitment, increasing loyalty, improving 
creativity and generating even more satisfied employees Helou & Viitala, 2007. 
Hofstede and Trompenaars have shown, for example, how attitudes to work and authority vary by location. 
Forces related to the historical, political, economic and even climate factors have shaped the culture that exists 
in various national locations Johnson et al. 2006. And even though cultural differences may occur more 
between nations, there are cultural differences even within the same country. According to Johnson et al. 2006, 
p.197 quoted by Helou & Viitala 2007, p.11 it may be necessary to identify important sub national usually 
regional cultures. For example, attitudes to some aspects of employment, supplier relationships and, certainly, 
consumer preferences may differ significantly at a regional level even in a relatively small and cohesive 
 
These regional links can be strong enough to compete effectively with national identity. This can have at 
least two implications. First, individuals are more influenced by their regional culture. Second, regional 
 culture Schneider& Barsoux, 2003. 
If you tie the cultural dimensions to motivation, a small power distance 
motivation by facilitating communication within the company and may also indicate a flatter hierarchy, and a 
individualistic culture imply personal motivation 
and satisfaction at work. Thus, motivation and satisfaction at work will have more personal roots and must 
respond to an individual need rather than to a group need. In general, the individual is considered more 
Environmental situations influence behavior by giving people the possibility to obtain personal gain or loss on 
an individual basis. A feminine oriented country will focus on quality of life, human relationships, service, 
solidarity and support. Thus, an organization located in such a country might be more inclined to develop 
innovative motivational practices, allowing thus its employees to enjoy a better quality of life. Low uncertainty 
avoidance may also be a sign that organizations in a country would be able to apply these new innovative 
motivational practices because novelty is not a risk but a challenge and curiosity, and these new practices must 
be tested to see if they are effective. 
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Most employees of Romanian hospitality companies do not have high education, this being not required by 
most of the jobs in this field. If education is not a competitive advantage and World Economic Forum ranked 
Romania in Travel & Tourism Competitiveness Report 2011 - regarding the quality of the education system, 
specialized research and training and investment in staff training on 84, respectively 95 and 72 place out of 139 
countries analyzed, we believe that employees motivation can be an asset when it comes to competitiveness 
and sustainable tourism. 
Based on these considerations we elaborated the study hypothesis - in a collectivist, feminine culture with a 
high uncertainty avoidance and high hierarchical distance, the Romanian employees are motivated by 
incentives which offer them security, social status and recognition within the organization, and a better quality 
of life. 
2. Methodology 
In the study we used a questionnaire-based survey, analyzing the views and opinions of respondents in the 
investigated 
determination as well as positive and negative incentives, elements that determine performance. We collected 
198 questionnaires and responses were recorded by respondents to ensure the anonymity climate and increase 
the number of questionnaires completed in a relatively short time. 
In research we used a disproportionate stratified random sampling. The first layer of the sample is composed 
of the representative towns . The second layer consists of hospitality companies from these 
areas, 
 
The questionnaire on motivational factors had 28 items, using 5-point Likert scale. The six socio-
demographic variables are nominal: gender, marital status and position in the organization, and ordinal: length 
of service, education and age. Responses were processed with SPSS for Windows 16 and as ordinal data 
processing method we employed for the frequencies and percentages of responses for each item, and from the 
non-parametric tests, we used chi-square analysis to test the significance of variables and for the degree of 
association of two ordinal variables, the Spearman test. 
3. Results 
The first aspect studied is the ideal job characteristics, which are at the same time motivating for employees 
in the work they perform. The main issues are cooperation with colleagues 96%, good working conditions 
94.5% and getting a high salary 93.9%. These results characterize a feminine culture that is focused on security 
and affiliation to an organization. 
To establish correlations between these variables and the socio-demographic variables, we calculated the 
Spearman correlation coefficient. 
Between variables to have good working conditions lighting, working place arrangement ... and have a job 
that gives you enough time for you personally or family life there is a weak positive correlation, Spearman 
coefficient = 0.290, p <0.001. The variables to have good working conditions lighting, working place 
arrangement ... and work with people who cooperate well are weakly positively correlated, Spearman 
coefficient = 0.304, p <0.001. 
Between the variable to work with people who cooperate well and age, as socio-demographic variable, there 
is a weak positive correlation, Spearman coefficient = 0.254, p <0.001. 
Between age and have the chance to be promoted there is a weak negative correlation, Spearman = -0.169, p 
<0.021, and between the same variable and education there is again a negative correlation, Spearman = -0.163, 
p <.025. 
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From the motivational factors related to work and preferred by the employees of the hospitality companies 
see Figure 1 we mention: working in a pleasant environment 96.9%, in a department that functions well 95.4% 
and a job that enables them to contribute to the success of the organization 88.2%. Based on the results we 
notice that position does not matter so much but the atmosphere at work and the fact that they can learn 
something every day, contributing to the organizational development. 
 
Fig. 1 Motivational factors 
Between the variables to work in a department that functions well and work in a pleasant and friendly 
atmosphere....  there is an average positive correlation, Spearman = 0.480, p <0.001. 
Variables to have a job that enables you to contribute to the success of your organization ... and a job that 
permits you to keep up with technical developments are positively correlated, Spearman = 0.396, p <0.001. 
Between variables to have a job that enables you to contribute to the success of your organization ... and 
have a job that permits you to learn a lot every day ... there is a positive correlation, Spearman = 0.496, p 
<0.001. 
Variables To work in a pleasant and friendly atmosphere.... and have a job that permits you to learn a lot 
every day ... are positively correlated, Spearman = 0.346, p <0.001. 
Variables a job that permits you to keep up with technical developments and have a job that permits you to 
learn a lot every day ... are positively and strongly correlated, Spearman = 0.606, p <0.001. 
Regarding positive incentives see Figure 2, staff believes that a higher salary on the same position would be 
the most motivating 85.5%, followed by a promotion to a better paid position 79.9% or a bonus 75.1 %. The 
criticism 36.3%, which means that employees are oriented more towards 
individualist than collectivist values, because the negative feedback in a collectivist culture would encourage 
employees to change their behavior to that wanted by the 
not greatly appreciated either, only 45.5% of the employees consider it motivating. 
Applying chi square test between a promotion without a salary change and gender of respondents, the 
computed 2 2, respectively 5.22> 4.88, df = 4, p <0.30, so the null hypothesis is 
rejected, there are statistically significant differences based on gender. 
Chi square test was applied for  and gender of respondents, the computed 2 exceeds the 
2, respectively 2.52> 2.20, df = 4, p <0.70, so the null hypothesis is rejected, there are statistically 
significant differences based on gender. 
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Fig 2 Positive incentives 
Regarding the negative incentives see Figure 3, staff believes that workmates and leaders  depreciation 
79.8% as well as employees  disregard as individuals and their results 79.3% are the factors that decrease the 
most their performance at work, values that are characteristic to a collective organization. 
We performed the chi square test for variables dismissal, due to repeated mistakes and gender of 
respondents, the computed 2 2, respectively 6.81> 5.99, df = 4, p <0.20, so the null 
hypothesis is rejected, there are statistically significant differences based on gender. 
Applying chi square test between A s the same effort and 
gender of respondents, the computed 2 2, respectively 8.76> 7.78, df = 4, p <0.10, so 
the null hypothesis is rejected, there are statistically significant differences based on gender. 
Variables employees  disregard as individuals and their results and workmates and leaders  depreciation 
are positively correlated, Spearman = 0,404, p< 0,001. 
 
Fig. 3 Negative incentives 
Staff believes that wages should differ primarily in terms of output and performance 95.9%, competence and 
qualifications 94.8% and only then based on position in the hierarchy 74.3%, length of service and seniority in 
the organization. These results characterize an ind
performance and competence than seniority within the organization or work experience. Since more than 70% 
of respondents said that position in the hierarchy is a criterion in granting salaries, it points out once again that 
the organizations studied are characterized by a high power distance. 
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4. Conclusions and discussions 
Based on the results we can conclude that the hypothesis of the study is partially accepted. The 
organizations analyzed are characterized by individualistic values with collectivist tendencies, feminine 
oriented, with a high power distance and try to avoid uncertainty. 
As the hospitality companies studied have a high power distance culture, the are less 
understood and the communication within the organization is not facilitated. In an individualistic culture the 
individual is considered more important than the group, so personal motivation and satisfaction at work are 
very important. In this kind of company, employees will stress social status and recognition within the 
organization as motivating factors, so management should take into account this aspect. 
Feminine oriented organizations, as the ones analyzed, will focus on quality of life, human relationships, 
service, solidarity and support and they might be more inclined to develop innovative motivational practices, 
allowing thus their employees to enjoy a better quality of life. In feminine organizations that use more 
behavior-based rewards, rewards on results and performance based methods could be used successfully because 
employees could more easily engage in roles that go beyond normal behavior. 
Even if the hospitality companies are based on strict rules and regulations, they should be set out more 
clearly and promotions should meet the criteria of performance and competence. 
As most of the hospitality companies, especially the small ones do not give the employees big salaries, the 
financial incentives could be replaced by innovative motivational practices testing them to see if they are 
effective.  
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